This paper, based on broader digital ethnographic research performed on YouTube, aims at framing issues of online popularity development through the examination of videos and user comments. To explore the phenomenon of beauty gurus I analyse a purposeful sample of 80 videos from the channel Bubzbeauty and introduce an emerged typology of two video categories: tutorials and vlogs. Findings suggest that the strengthening of the guru s role as a popular online personality is the result of two spheres of influence. The commercial side consists of YouTube as a business platform and is represented by her tutorials. The community sphere, sustained by the power of affective ties with her audience, is represented by her vlogs. I argue that her market value as a renowned guru is built through her knowhow expressed in straight-forward tutorials. Conversely, her social value as an interesting, trustworthy personality is fostered by intimate vlogs.
Introduction
YouTube was launched in 2005 and has rapidly grown to be the worldwide largest, most visited database of video content. Its Partner Program, created in 2007, allows more than a million creators from over 30 countries to earn money from their videos (YouTube, 2014) . These users and their contributions have a considerably high number of subscribers who regularly follow them. Thousands of channels are making six figures a year and millions of subscriptions happen each day (YouTube, 2014) .
One of the most viewed and subscribed video category is How-To, being How-To beauty videos the most popular subgroup within. (Socialblade, 2014) . Additionally, her more than 300 uploaded videos were watched a total of 300 million times.
Such a massive and ever-growing digital media phenomenon is a relevant terrain to explore current shaping forces of community and commercial spheres as well as implications for online self-presentation and communication practices. As such, the phenomenon of YouTube beauty gurus constitutes a significant socio-cultura I A ant question to explore is: how does shared video content foster and sustain popularity development on YouTube s beauty community? Even though self-branding and attention-seeking online practices have been researched, especially those related to T specific affordances for visibility development boyd, 2011a, 2011b; Marwick, 2013a) , not much has been written on the phenomenon of YouTube beauty gurus yet. Burgess and Green discussed in several occasions the platform and its characteristics, especially in relation to user agency, creative and production practices as well as habitualised interaction (2008, 2009a, 2009b) . Additionally, there have been ethnographies focused on YouTube as a cultural repository (Strangelove, 2010) and as a learning platform (Lange, 2014) , however, there is a lack of studies addressing its beauty community. An exception is provided by Spyer (2011) , who offers a compelling ethnographic examination of YouTube beauty gurus exploring, among others, the use of tagging practices and their affordances for dialogue and interaction within the community.
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term because I see it as already extensively addressed and repeatedly clarified in previous literature. As well as Baym (2010) , Duffy (2015) , Schmidt (2007) , Spyer (2011), and Tolson (2010) , I chose it to write -" , 2011, p. 8). In this case sharing mutual interests, information, practices, norms and values. Besides, users and Bubz herself describe the group of YouTube viewers and creators participating of beauty topics as a community.
Here I discuss some of the emerged findings from my research in view of their connection with relevant literature and the implications for the examination of how social media, especially YouTube, reshape online popularity. The aim of the study is theoretical and not practical. I seek to develop theory on a current, dynamic phenomenon through the identification, description and conceptualization of practices and content. Therefore, it is not thought of as a practical contribution in terms of popularity development through a guideline or list of recommendations for practitioners and aspiring gurus.
After having explored the guru s uploaded content with the aim of conceptualizing its particular characteristics and affordances for popularity development and maintenance, I developed a twofold 
Exploring the phenomenon
With the broader goal of contributing to current debates on online popularity development, selfpresentation, and audience building, I introduce and interpret in this paper my ethnographic findings of the YouTube channel Bubzbeauty . The performed online fieldwork (Boellstorff, 2008; Boellstorff, Nardi et al 2012; Kozinets, 2010) (Merriam, 2010; Wolcott, 1995 Wolcott, , 2010 , were framed as themes, processes, and practices, including the outlining and interpretation of community norms and habitual actions.
The broader research aim remained to analyse data in order to develop theo , 2003, p. 373) . Her uploaded content and the interactions generated by it, together with the role played by Bubz, including her own reflections (as heard during her vlogs) on being a beauty guru and an online celebrity were considered as key data to be interpreted and because of this, transcribed and coded. Especially relevant to this study s research design was L examine YouTube channels through encompassing analysis, considering its paratexts such as video descriptions and textual comments, since it is through these interactions that roles and practices are It has the aim of generating economic value from uploaded content. It focuses on marketing strategies and community-specific expertise. The community sphere is represented by viewers and other beauty gurus, and focuses on sharing, social ties, and relationships. I argue that tutorials are simply structured video guides and demonstrations of hairstyling and makeup techniques that foster her visibility and generate attention. Contrastingly, vlogs consist of spontaneous footage of her daily life that sustain the generated attention through time. They are personal, affinity (Lange, 2009, p. 70 ) and connectionseeking uploads. Through them she also shares her thoughts, advice, and tips on career, love and life, strengthening through disclosure both viewers identification and engagement with herself and her content. As noted before, I locate tutorials within the commercial sphere. These videos are examples of marketoriented content since they act reinforcing her economic value as an audience influencer and motivate brands to contact her for reviews. They achieve this through a visible high amount of views and, to a lesser extent, subscriptions, as commodified metrics implying good content quality. This is grounded on the current prevailing attention economy (Burgess and Green, 2009b; Hearn, 2008; Marwick, 2013b; Senft, 2013) . Nowadays, in the highly competitive environment of social media, value and legitimacy are determined by the amount of attention one receives. Attention, and consequently, community and market value can be measured in likes, views, followers, and subscribe T (Burgess and Green, 2009a, p. 20 ) determine a user´s relevance for both inside and outside the community. The former being fans and based on affective ties and the latter meaning advertisers and based on monetary value.
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I suggest that it was precisely with tutorials that she made herself as a beauty guru. This is how she started her career as a beauty guru and how she first generated and directed attention to her content.
Her content-centred know-how and particularly her reach to viewers are essential factors in the creation of attention, and ultimately, popularity. I argue that these videos are not only emblematic examples of
YouTube as a learning platform, since they act as teaching tools, but represent also the building blocks of its beauty community. By reaching a broad audience, Bubz generates a name for herself, a self-brand, fostering her popularity. H J visibility and the chance of spreading Moreover, years after her first uploaded video, her regularly uploaded tutorials still play an important role in her status within the community. Furthermore, she sometimes presents specially tailored uploads focusing on specific products that she T F beauty gurus and I suggest it is through these videos that they most noticeably manifest commercial connections with cosmetics manufacturers. The promoted products are usually new cosmetics of wellknown brands which are candidly introduced to the viewers, through reviews that underline their advantages.
As mentioned before, vlogs consist of daily-life, personal, and spontaneous moments and are among the most liked, and commented videos of hers. Through them, she answers user comments and questions but mostly shows and shares with her global audience her everyday life and activities in Hong Kong. husband s marriage proposal, her wedding and honeymoon, the moment she tells her husband that he is going to be a father, as well as the evolution of her pregnancy.
We know that disclosing personal information is a powerful way of bonding. Feelings of connection and support are, together with shared norms and resources, important aspects to community-building (Baym, 2010, p. 86) . In line with this, I situate her vlogs in the community sphere, through which, as I suggest, Bubz aims to establish a meaningful connection with her viewers by sharing her everyday life.
During vlogs the focus is on herself as a guru, a friend, and a person, and not in the content itself, as in 
That was very touching I will admit I wanted to cry but this is one thing I can relate to my parents have been divorced for 12 years now and life has still been hard on me because my mom pressures me to have straight a's and it make life sort of suck but it seems like when I was with my grandpa I had all my stress had been released my grandpa died 2 years ago and I cried for 3 months
Although it is clear that both types of content structure and define her image as a successful beauty guru, they do not seem to equally influence all aspects of her online personhood, (Lange, 2014, p. 31) . This is to say, both types of uploads are part of the same phenomenon and contribute to increase her popularity and market-value, but ultimately influence certain aspects more than others. I suggest her tutorials frame her as a worthy investment for cosmetic manufacturers and advertisers, as well as for YouTube, as a successful partner channel. Additionally, they strengthen her status within the community as a knowledgeable guru who provides informationrich and easy accessible tutorials. Contrastingly, I suggest that the specific know-how of her of Lange, 2014, p. 16) B G is brought to a secondary position during vlogs.
Senft parts from the assumption that, while audiences want "someone to speak at them", communities, in contrast, seek "someone to speak with them" (2013, p. 4). Interacting and self-disclosure are, as effective communicative practices, essential elements in the construction of relationships (Baym, 2010, p. 128; Marwick, 2013a, p. 216) . This is why I suggest that in the case of Bubzbeauty, intimacy promotes visibility and consolidates a loyal viewership. As Marwick and boyd argue regarding Twitter practices, (2011b, p. 140), which here is achieved through the creation and promotion of strong emotional ties with her audience. During her vlogs she also reflects on her role as a popular personality within the beauty community and the major role she plays in the lives of her viewers, who express through comments their appreciation and esteem. When asked how she deals with fame and success, as part of th 
Self-branding to gain visibility and consolidate status
Self-branding as an online self-A M as a brand and promote it" (2013, pp. 15-6) in close similarity to what Patricia Lange describes as "performative identity displays" (2014, p. 23). In everyday practice, they involve, among others, a rigorous "content planning to satisfy viewer s interests" (p. 217). Framed by the dominant rhetoric of self-advertising techniques and identity management currently active online, self-branding practices imply a "strategic creation of an identity to be promoted and sold" (Marwick, 2013a, p. 192) . This involves daily performing and monitoring. Closely tied to this practice is what Marwick defines as an persona (p. 195), which strategically follows certain community-specific norms and is needed in order to be a successful self-brander, and, ultimately a renowned online personality. These widespread strategies follow an implicit but dominant online rhetoric establishing that, seemingly, "everyone has an easily marketable passion that needs only to be uncovered" (p. 193) . Moreover, the successful performance of self-branding on social media platforms, as seen on YouTube and its many beauty gurus, brings not only economic success but social benefits such as a fandom base, support, and status within the local community hierarchy.
For instance, on YouTube, a common self-branding practice is to actively ask viewers to subscribe to include it in writing in the video textual description. Additionally, it is customary to platforms. Furthermore, it is a widespread and accepted practice for gurus to have an especially dedicated emai (see also Syper, 2011, p. 43) , which denotes the strategies while condemning others. There is indeed a fine line to walk between being considered a honest guru, whose opinions can be trusted (see also Marwick, 2013a, p. 135; 2013b, p. 161) .
Bubz openly advertises her website and her online makeup brushes shop at the end of her videos, with lines such as: T I to and stuff, then subscribe to my vlog channel below (on screen-www.bubzbeauty.com) " H P J guys know that the Holiday Clearance Sale on ShopBubbi.com is still going. We had to do an emergency restock because we didn't expect so many orders. If you've been meaning to shop from us, hurry be Another common self-branding practice active in the beauty community is to organize giveaways of certain products, in order to create audience participation and foster visibility of the guru s channel.
Bubz announced several giveaways through the years, the following is an example of one. She started a M LivingProof. After reviewing the product and indicating where people can buy it, she announced the giveaway and its conditions on the textual video description below the tutorial, not without thanking the sponsor for the products they provided. This self-branding strategy has a double function. Bubz promotes through it the endorsed product, something for which she probably gets paid for even though she , at the same time, also encourages audience participation through the commenting on her channel, aiming at audience building.
Lifestreaming your way up to the top the power of vlogs
Here I offer a description and interpretation of a tutorial and a vlog, looking to shed light to its similarities and differences. On this 6-minute tutorial D " , Bubz shows how to achieve a fresh summer look. The video dates from 2013 and was watched more than 300.000 times.
The first and last shots are, as usual, dedicated to showcasing the finished look. Here, she poses as seen Contrary to the content-centred tutorials, her vlogs lack of a fixed structure. They feel like a spontaneous rollercoaster of emotions and everyday situations. Among this category we find videos
her viewers, addressing them as friends. She discloses personal information, shares her everyday activities and motivates users to comment. She opens us a window to take part, making the viewer feel at home in her home, with her dogs Bubby and Chub and her newly-wed husband Tim. These uploads aim at maintaining the attention and interest generated by her tutorials. They are, as I point out, the day. Her vlogs are engaging and compelling invitations that move us viewers closer to her.
U connections with unknown people. As noted before, sharing is one of the most effective tools to unite people (Baym, 2010, p. 128) . In other words, to make people watch your content, you have to make often see in the background her household cleaning products, her laundry, or even her husband lying on the sofa in his underwear and unshaved. This is something that Bubz does not hide; to the contrary: she inappropriate behaviour in the background.
These scenes can also be analysed from a different angle. For Spyer these supposedly spontaneous and homelycatch viewer s attention portraying an image of amateur production that inculcates values such as intimacy and closeness (2011, p. 44) . This is often achieved , to foster empathy and identification (see also Abidin and Thompson, 2012, p. 472) G of the type of content that I consider part of the community sphere; it was watched more than a half million times, and commented more than 6.500 times. The 7-minute video focuses on her usual night routine. It starts with Bubz coming home to her dogs (voiceover:
bath and applying a sheet mask, washing her teeth, and drinking green tea. Later she writes her prayers and reflects on the things she is thankful for, to finish the video with her evening reading session and Humour is an always-present aspect in her videos. She adds humorous on-screen texts and includes funny moments such as scaring her dog with a hairdryer. Some viewers observe that these amusing moments are maximized by her Irish accent and her petite body. We witness her picking up her dog over
that she is scared of chickens and that she feels that blankets protect her from bullets. Besides, she loves to paint and used to play the violin, her favourite colour to wear is grey, and she cannot swim. and further fostered by her vlogs. Besides, viewers engage stronger with vlogs, which is reflected in the amount of comments and shares they achieve, surpassing tutorials.
Drawing from co -M a) as theoretical I B s and sustains her popularity
Y T
The act of performing a commodified online-persona by following community-specific self-presentation norms, further strengthens her personal brand. As Lange (2014, p.141) . This is seen for example in the active promotion of her channel encouraging subscriptions and comments, so as to engage viewers. But her closer connection is best exemplified by her candid and emotional vlogs. I argued that through these videos she practices an almost daily disclosing of her personal life with the aim of fostering relationships and promoting identification with her.
B '
Through vlogs people engage and interact with Bubz as the central content, something that fosters " T her online status as a relatable, sweet, honest, and friendly guru, who also endured sad life moments, who cooks and cleans, and gets bored like anyone else. As Redmond writes regarding the function of
The combination of a lifestyle, personality, and knowledge worthy of emulation and praise as an influential guru together with her image as an everyday girl and her sharing of personal moments can be ' I of new media renowned personalities powered by social media technologies, specifically the construction of a YouTube celebrity.
In future research, it would be relevant to analyse the implications of particular rules and norms active within the beauty community of YouTube for the construction of internet fame and online celebrities.
Additionally, it would be fruitful to examine the growing role of authenticity in the strengthening of online legitimacy. Hartley, J., Burgess, J. and Bruns, A. (Eds.) (2013) 
